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摘  要 
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Nowadays there are many Chinese clothes enterprises and Chinese clothes brand in 
Cambodian clothes market. But in terms of clothes brand and marketing standardization, 
they are still behind American and Western countries. In addition, there is a very strong 
competition in a Cambodian clothes market because there are lots of different types of 
clothes products that are imported from Thailand, Korea and also clothes that are produced 
by a local factory. All of these brand clothes have led to marketing pressures for Chinese 
clothes enterprises. 
 This study will use questionnaire to research about marketing situations and market 
share of clothes in general and Chinese clothes in Phnom Penh, the capital of Cambodia. 
The purpose of this study is to understand about behaviors, preferences and intentions of 
Cambodian young and middle age consumers with regard to clothes consumption. 
Moreover, it attempts to explore the main factors that encourage consumers to purchase 
Chinese clothes. Simultaneously, it compares the differences between Cambodian and 
Chinese consumers’ behaviors on clothes consumption. In order to provide some 
recommendations of marketing strategy for Chinese clothes enterprises to position 
themselves in a Cambodian market. It will also serve as a reference for potential Chinese 
clothes enterprises, who wish to penetrate into a Cambodian market. 
 Based on the result, it is shown that Cambodian consumers prefer foreign imported 
brand clothes to local brand clothes, specifically Thai and Chinese brand clothes. Chinese 
clothes design is the main factor influencing Cambodian decision to purchase. The 
subsequent factors are function and quality, followed by social and advertising factors. 
The last influential factor is price acceptability and availability. Cambodian and Chinese 
consumers are different in terms of place to buy clothes, preference on type of promotion, 
type of advertising, and type of personality and social influence.   
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（GDP）增长率平均约 7%,在 2012 年，2013 年和 2014 年的增长率分别为 7.3%，
7.4%和 7.2% 3。 
目前，中国是柬埔寨最要好的合作伙伴，不仅在政治上交流密切，在经济领域
也不断加强和扩大良好的合作关系。在 2010 年里，总共有 357 家中国企业在柬埔
寨投资，涉及的领域也非常广泛。截止 2013 年底，中国累计对柬埔寨协议投资超




                                                          
1卢军、郑军军和钟楠，柬埔寨概论[M]，（东南亚研究）第一辑，广州：世界图书出版广东有限公司，2012.12：
284 页。 
2 赵耀，柬埔寨王国投资法律风险防范[M]，北京：法律出版社，2013.6：14 页。 
3 World bank data, Country and region specific forecasts and data,  Cambodia, 
http://www.worldbank.org/en/publication/global-economic-prospects/data?variable=NYGDPMKTPKDZ&region=EAP 
4 新华网, 柬埔寨中国商会执行会长：中国投资在柬埔寨呈多元纵深发展, 中国投资在柬埔寨呈多元纵深发展—




























































































































采用: Microsoft Excel 2010 进行数据整理 
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营销策略，英文称 “Marketing Strategy” ，就是结合营销组合的 4Ps 里的产品















                                                          
5 吴泗宗，市场营销学[M]，第三版，北京：清华大学出版社，2008.1:167 页 
6郭国庆，钱明辉，市场营销学通论，第三版，学习辅导书[M]，北京：中国人民大学出版社，2007：101 页 
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